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ABSTRACT

Childhood obesity is linked to children's exposure to the marketing of unhealthy foods and beverages. This study
aimed to evaluate the marketing of unhealthy foods and beverages to children in most viewed advertisement
videos broadcasted on the YouTube platform in Turkiye. The top ten most viewed YouTube advertisements
given by YouTube Ads Leaderboard list in Turkiye for 56 months were obtained. 498 videos were evaluated
using the WHO Regional Office for Europe Monitoring Food and Beverage Marketing to Children via Television
and the Internet and the Nutrient Profile Model. Food and beverages was the most commonly advertised products
(21.7%). The most frequently advertised food category was chocolate and sugar confectionery, energy bars,
sweet toppings and desserts (17.6%), edible ices (16.7%), and savory snacks (14.7%). A child or child-like
character used in 26.5% of videos. Children were targetted in 40.1% of evaluated videos. According to the WHO
nutrient profile model, marketing was not permitted to children in 93.1% of advertisements. The lack of
regulations for children on YouTube advertisements increases children’s exposure to marketing of unhealthy
food and beverages. Children should be protected from marketing of unhealthy foods and beverages in all
platforms, including online marketing.
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INTRODUCTION

Childhood overweight & obesity is a public health threat that jeopardizes the health and well-being of children.
While the prevalence of childhood overweight is increasing in all regions of the world, combatting childhood
overweight is defined as one of the goal areas in Global Nutrition Targets 2030 by the World Health Assembly
[1], in line with Sustainable Development Goal agenda that includes aiming for access to safe, nutritious and
sufficient food by all people and ending all forms of malnutrition by 2030, including childhood overweight
which affects 37 million children under five globally [2].

Proper nutrition is a right of children protected by the Convention on the Rights of the Child and nutrition is an
indispensable component of essential health services [3]. Good nutrition requires a ‘diversified, balanced and
healthy' diet with taking the necessary nutrients in proper amount and variety according to the individual
characteristics of the person [4]. To achieve good nutrition for all, awareness of healthy food choices and eating
habits should start from childhood and continue throughout life [5].

While the primary motivation for eating is relieving hunger, paying attention and regulating the content,
frequency, and quantity of the eaten foods and beverages is important. This requires individuals to be conscious
and informed of how healthy eating should be. As psychosocial beings, individuals build their relationship with
foods by starting with the guidance of the sensory organs and ending with the feeling of satisfaction. The
attractive features of the products play a critical role in the selection of eaten foods. Feeding is also a function
and regulator of social relations. Healthy nutrition means adequate and balanced nutrition for the individual,
with the ideal weight for the body maintained and the person enjoying the eating process, distinguishing healthy
nutrition from simply suppressing hunger [6].

Healthy nutrition, rooted in a set of conscious actions of the person, starts from the beginning of life and is
determined by healthy feeding habits and food choices. Acquiring healthy eating habits in childhood and
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adolescence enables children to have healthy growth and development, reaching their full potential and paving
the way for life-long good nutrition [7].

Obesity, a type of malnutrition, occurs as a result of excessive food consumption and decreased physical activity,
disrupting the balance of intake and use of nutrients in the body [8]. Today, the increase in overweight and
obesity threatens the lives of millions globally. It is stated that an estimated 5 million noncommunicable disease
deaths were caused by higher-than-optimal BMI in 2019. The increase in childhood overweight and obesity in
recent decades is dramatic. From 1990 to 2022, among children and adolescents aged 5-19, the prevalence of
overweight (including obesity) has increased from 8% to 20%, while obesity prevalence has risen from 2% to
8%. In 2022, an estimated 37 million children under the age of 5 years and over 390 million children and
adolescents aged 5-19 years were overweight [9].

Turkiye is one of the countries with alarming overweight rates. According to the results of COSI-TUR 2013,
2016, and 2022 studies, the prevalence of overweight among 2nd-grade students in Turkiye was 14.2%, 14.6%,
and 12.5%, and the prevalence of obesity was 8.3%, 9.9%, and 9.9%, respectively. The prevalence of obesity,
including overweight, was found as 22.5%, 24.5% and 22.4%, respectively [10].

Overweight in children results from the interaction of the individual factors of the child and the surrounding
obesogenic environment. Excessive consumption of ultra-processed, high-calorie foods containing high fats,
sugars, and/or salt is a major driver of overweight in children [7]. It was observed that there is a link between
childhood obesity and childhood media exposure with the influence of social media on dietary habits [11]. Food
and beverage advertisements play an important role in increasing the consumption of the product by targetting
the children who are more affected by advertising and packaging compared to adults [4].

One of the factors determining consumption patterns is food advertisements. The developments in technology
and the economy are affecting consumers' decision-making and purchasing behaviors along with their lifestyles.
It is becoming more difficult for consumers to choose between the ever-increasing and diversifying brands [12].
The main purpose of food advertising is to affect the consumer's brand awareness, brand preference, and food
purchases. Food advertising is related to attitudes, preferences, and behaviors towards the advertised product
[13]. There is significant evidence that preferences and eating behaviors are changed by exposure to food
advertisements and branding. In line with this evidence, companies spend substantial amounts on advertising
campaigns to promote sales to affect purchasing behaviors [14].

Children like advertisements seven times more than adults, and they pay close attention to what they see and
remember more details than adults, including the advertising that are not targeted to them. 43% of school children
accept what is said in advertisements as truth, 58% think that what is shown is real, and 20-22% accept all
advertisements without question. As children age, the frequency of believing what is said and shown in
advertisements decreases. Advertisements play a critical role in establishing the concepts of consumption
patterns, brand loyalty, and purchasing models in children as potential consumers for the future. It was found
that children have a say in approximately 43% of family expenses. The child persuaded by advertisements has
risen to the position of the first-degree decision-maker in the family [15]. With special visual and audial effects,
advertisements capture children’s attention and direct their perceptions, causing the desire for consumption and
the brand image to settle in their minds. Children are often the center of their parents' spending, and advertising
has developed strategies based on this principle. Children have become the target audience and primary
consumers of today's society [16].

The issue of nutrition and child health has gained a new dimension with commercials. Children who watch
advertisements demand more unhealthy foods. In addition, having a toy or action figure appear in such
advertisements allows children to identify it more easily [17].

With the increase in advertisements aimed at children, legal regulations have been made in Turkiye to protect
children [18]. Companies in the Responsible Advertising Executive Board of the Advertisers Association in
Turkiye signed the National Food and Beverage Alliance — Turkiye Commitment in 2018. Within the scope of
the commitment, food and beverage companies will not advertise products that do not meet healthy nutrition
criteriato children under the age of 12, will not encourage excessive consumption, will emphasize the importance
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of adequate and balanced nutrition and an active lifestyle, and will develop formulations of existing products
[19].

One of the developed marketing means is the marketing on internet-based social interactions known as Social
Media Marketing, a new dimension of contacting with the consumer [20]. YouTube website, a significant field
of social media marketing, is a video sharing platform including advertisement videos founded in 2005 and
reached 2.5 billion global users in 2024 [21]. The platform receives more than 122 million visitors per day, with
the highest percentage of users young people [22]. YouTube Ads Leaderboard publishes the top ten most watched
ads each month globally and for countries [23]. According to the results of Turkiye YouTube User Profile
Research-2016, 63% of people stated that they watched a video on YouTube that influenced their decision-
making before purchasing the product, and 25% of these videos were video advertisements of the product on
YouTube [24].

Advertising formats on YouTube have diversified over time. Today, the platform includes many different ad
types in addition to the advertising videos brands upload to their own YouTube pages, including in-stream ads,
in-feed video ads, YouTube Shorts ads, and more. YouTube offers audience targeting and content targeting
services to brands who want to organize advertisement campaigns. These methods determine the desired
audience for the video. Groups of people with specific interests, intents, and demographics, including age,
gender, parental status, household income, shared traits, and custom affinity, can be selected [25, 26].

WHO Monitoring Food and Beverage Marketing Children via Television and the Internet document, together
with the Nutrient Profile Model, was published by the WHO European Office in 2016 as an assessment tool on
food advertising and its use in marketing food to children [27, 28].

The Vienna Declaration on Nutrition and Noncommunicable Diseases and Report of the WHO Commission on
Ending Childhood Obesity recommend that Member States implement comprehensive programmes to increase
the consumption of healthy foods and reduce the consumption of high-fat, high-salt, high-sugar (HFSS) foods
and non-alcoholic beverages [5, 29]. WHO called on Member States to introduce comprehensive bans on
marketing HFSS foods to children in all media, including digital, and to close legal loopholes. In addition, it is
stated that monitoring is essential to take action against the marketing of foods where policies do not exist.

Monitoring Food and Beverage Marketing Children via Television and the Internet and the Nutrient Profile
Model allow food and beverage advertisements on television and the Internet to be evaluated in terms of their
effects on children and to examine the content of these foods and beverages, thus enabling decisions to be made
as to whether advertisements are appropriate for children.

We aimed to assess the advertisements in the YouTube Ads Leaderboard Tiirkiye monthly list and evaluate the
online marketing techniques of food and beverage advertisements according to the WHO Monitoring Food and
Beverage Marketing to Children via Television and the Internet, and Nutrition Profile Model.

METHODS

This study is a web-based, cross sectional epidemiological study. The first 10 most viewed advertisement videos
monthly listed by YouTube Ads leaderboards broadcasted on the online video sharing platform YouTube were
evaluated in this study. Evaluated videos reached from the YouTube Ads Leaderboard Tiirkiye list, presented by
Google website www.thinkwithgoogle.com, which shows the ten most viewed advertising videos per month
since September 2014.

Our study was conducted to analyze the content of food and beverage-related videos published over a ten-year
period. Using September 2014 as a starting point (the first month the YouTube Ads Leaderboard list was
published for Tiirkiye), and every other month at a time, the lists of six months of every year from 2014 to 2024
were examined. In the months where the list was not available, additional months were included in the study.
Lists for some months were not accessible and were excluded. A total of 560 videos, released over a 60-month
span, were identified as the initial study population. Inclusion criteria required that videos be accessible and
primarily focused on food and beverage products.
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Of the 560 videos, 62 were excluded due to inaccessibility. An additional 390 videos were excluded because
they featured content not related to food and beverage products, and 6 videos were promotional materials for
supermarket chains. Based on these exclusion criteria, a total of 458 videos were removed from the sample. The
final sample comprised 102 videos that met the inclusion criteria, all of which were analyzed for their content,
themes, and relevance to food and beverage marketing. The videos were evaluated according to criteria set by
WHO Regional Office for Europe Monitoring Food and Beverage Marketing to Children via Television and the
Internet and the Nutrient Profile Model and a data collection tool was created for standard data collection
purposes.

The nutrient content of the products directly promoted in the advertisements were collected from companies'
official websites. If a company was advertised rather than a single product or if the video introduced more than
one product, the product first seen in the advertising video was chosen (for the standardization) for evaluation
of the nutritional content. The obtained data was evaluated using the SPSS 23.0 package. The distributions of
the collected data were analyzed, and associations between related variables were assessed using non-parametric
statistical tests. A Type I error probability of 0.05 was considered for all analyses.

RESULTS

Of the 498 advertising videos, food and beverages were the most commonly advertised products, consisting of
21.7% (n=108) of all advertisements. While 94.4% (n= 102) were advertisements directly promoting a food
product, 5.6% (n=6) were supermarket chain advertisements. The most frequently advertised food category was
chocolate and sugar confectionery, energy bars, sweet toppings and desserts (17.6%), edible ices (16.7%), and
savory snacks (14.7%) (Table 1).

Table 1: Advertised food categories according to WHO Regional Office for Europe nutrient profile model

Food category (n=102) n %

Chocolate and sugar confectionery, energy bars, sweet toppings and desserts 18 17.6
Edible ices 17 16.7
Savoury snacks 15 14.7
Beverages - Other (Includes cola, sweetened beverages, mineral and/or flavoured waters 14 13.7

(including aerated) with added sugars or sweetener)
Cakes, sweet biscuits and pastries; other sweet bakery wares, and dry mixes for making such |12 11.8

Beverages - Energy drinks 10 9.8
Ready-made and convenience foods and composite dishes 4 3.9
Beverages - Milk drinks 4 3.9
Yoghurts, sour milk, cream and other similar foods 2 1.9
Processed fruit, vegetables and legumes 2 1.9
Sauces, dips and dressings 2 1.9
Beverages - Juices 2 1.9

The most commonly used primary persuasive appeals in the evaluated advertisements were enjoyment &
satisfaction (22.5%) and being fun (13.7%) and new product introduction (8.8%) (Table 2).

Table 2: Primary persuasive appeal used in the advertising videos according to WHO Regional Office for Europe
Monitoring food and beverage marketing to children via television and the Internet

Primary persuasive appeal (n=102) | n %*
Enjoyment/satisfaction 23 | 225
Fun 14 | 13.7
New product introduction 9 8.8
Health/nutrition 7 6.8
Taste 7 6.8
Premium/contest 7 6.8
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Convenience 4 6.6

Humour 6 5.9

General superiority 5 4.9

Quantity 5 4.9

Energy 4 3.9

Offers choices/options 3 2.9

Unique 3 2.9

Other 5 4.9

*Percentages are calculated as row percentages based on the total number (n: 102).

Almost all videos used dynamic audio-visual components, brand logos, and images of products or packaging for
marketing purposes. 32.4% used celebrity endorsers, while 26.5% used a child or child-like character to engage
with the audience, and 10,8% presented premium offers for product promotion (Table 3). Out of 102 advertising
videos, disclaimers were present in 25 videos, 8 of them used health claims and physical activity depicted in 8
videos.

Table 3: Power variables of the advertising videos according to WHO Regional Office for Europe Monitoring
food and beverage marketing to children via television and the Internet

Power variables of the advertising videos (n=102) Exist Not exist

n %* n %*
Dynamic audio-visual components 102 | 100 - -
Brand logo 101 | 99.0 1 1.0
Image of product or packaging 101 | 99.0 1 1.0
Celebrity endorsers 33 | 324 | 69 | 67.6
Child or child-like character (other than brand equity/licensed character) 27 | 265 | 75 | 735
Links to social media platforms 27 | 265 | 75 | 735
Brand equity characters 9 (88 93 |[91.2
Web address provided 14 | 13.7 |88 86.3
Licensed characters 6 |59 9% |94.1
Premium offers 11 108 |91 |89.2

*Percentages are calculated as row percentages based on the total number (n: 102).

When the nutrient content of the advertised product was collected from the companies' official websites, it was
seen that 66.7% presented info for total fat content, 56.8% for saturated fat, 59.8% for total carbohydrates, and
57.8% for total sugars. Half of the companies presented salt in their product, and 66.7% displayed information
about total calories. However, only 3.9% displayed the non-sugar sweeteners. The content information of the
products is presented in Table 4. HFSS products (high-fat sugar salt) are food and beverage products rich in fat,
salt, or sugar, as defined by the nutrient profile. HFSS product advertisements are subject to restrictions, and
HFSS advertisements directed to children under 12 years of age through their content should not include
promotions featuring popular celebrities and licensed characters. While 96.1% of the products are categorized
as processed foods, 97.9% of these belong to the ultra-processed food category.

Table 4: The nutrient content of the advertised food products evaluated per 100 grams.

Nutrient n Min-Max Meanz=S.Error
Total fat (g) 68 0.0 -345.0 17.01£5.14
Saturated fat (Q) 58 0.0-22.8 543+0.79
Total carbohydrates (g) | 61 2.5-523.0 39.28 £ 8.67
Total sugars (Q) 59 0.0-521.0 26.95 + 8.82
Added sugars () 34 0.0 — 58.8 13.44 + 3.01
Salt (g) 51 0.0-55 0.67 £0.13
Energy (kcal) 68 10.5-683.0 | 256.89 + 25.65
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When the advertisements were examined in terms of whether they were allowed to be marketed to children
according to the WHO nutrient profile model, only 6.9% (n=7) of advertised products were permitted to be
marketed to children, whereas 93.1% (n=95) were not permitted. The primary target audience was children in
57.1% of advertisements permitted to be marketed to children, while this frequency dropped to 13.7% in those
not permitted. The presence of child or child-like characters was 85.7% in permitted advertisements, compared to
22.1% in not permitted advertisements. The frequency of health claims was 71.4% in permitted advertisements
and 3.2% in those not permitted, and these differences were statistically significant (p<0.05) (Table 5).

Table 5: Primary target audience, Health Claim Display, and Child or child-like character usage in the
permited/not permited advertising videos

Permitted Not permitted

n % n % p
Primary target
Children 4 57.1 13 13.7 0.014
Other 3 42.9 82 86.3
Health Claim
Exist 5 71.4 3 3.2 0.000
Not exist 2 28.6 92 96.8
Child or child-like character
Exist 6 85.7 21 22.1 0.001
Not exist 1 14.3 74 77.9
Total 7 6.9 95 93.1

According to the classification framework of the WHO Regional Office for Europe for monitoring food and
beverage marketing to children via television and the Internet, the primary target audiences of the 102 analyzed
advertising videos were as follows: In 23.5% (n=24) of the videos, adults were identified as the main target
audience, while another 23.5% (n=24) targeted a general audience, including all age groups or families. Videos
targeting both teens and adults accounted for 20.6% (n=21), and 15.7% (n=16) were specifically directed at
teenagers. Children were the sole target in 8.8% (n=9) of the videos, whereas 7.8% (n=8) targeted both children
and teenagers. This distribution indicates that the majority of food and beverage advertising videos were not
explicitly targeted at children. However, a substantial proportion (32.3%) of the content was directed at young
audiences, including children, teenagers, or both. This is noteworthy given the growing body of evidence
suggesting that exposure to unhealthy food marketing during childhood is associated with poor dietary habits,
increased consumption of high-calorie, nutrient-poor foods, and higher risk of overweight and obesity. The
relatively lower proportion of advertisements targeting children directly (8.8%) may reflect increased regulatory
awareness or self-regulatory efforts by advertisers. Nonetheless, marketing strategies that appeal to broader
audiences - such as families or teens and adults - may still indirectly reach and influence children, particularly
through shared media consumption environments.

These findings highlight the need for comprehensive monitoring frameworks and stricter regulatory approaches
to limit children's exposure to unhealthy food marketing across all media platforms, including content not overtly
designed for them.

DISCUSSION

The most commonly advertised product in YouTube platform was found to be food and beverages in this study.
This finding was compatible with traditional media advertisements in Tiirkiye. A study evaluating the 84 hours
of TV advertisements on Turkish television found that 29% of the advertisements were food related; of them,
45% were products other than essential foods and 33% were beverages [30]. In a study on children's exposure
to TV advertising across different countries, 29.6 % of advertisements were for foods or beverages in Tiirkiye.
The top five food and beverage categories were chocolate, sugar confectionery, etc. (20.7%), edible ices (18.8
%), mineral and sweetened beverages (14.1%), and 7.6 % (savoury snacks, etc.). 78.6% were not permitted [29].
Our study presented a similar distribution of most commonly advertised food categories, while not permitted
advertisements constituted 93% of all videos.
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A systematic review of techniques for marketing food to children shows that the most commonly used methods
are promotion, promotional characters, health and nutrition claims, use of taste themes, and emotional appeal
created by entertaining content of the advertisement. Most advertising in food marketing involves marketing
high-energy/low-nutrient foods and beverages to children, which is a leading cause of childhood obesity [32]. In
this study, “Enjoyment/satisfaction” and “Being Fun” were the most commonly used techniques. “Celebrity
endorsers” and “Child or child-like characters” were other powerful marketing strategies. Seeing familiar
characters affects children's decision-making process about products. In a study conducted by Danovitch and
Mills in the United States in 2014 on four-year-old children, 74% of children preferred a low-quality product
with a familiar character to a high-quality product. In the control group of the same study (where a low-quality
product without a familiar character was used), this frequency was 6% [33].

In another study conducted by Kotler and colleagues, it was stated that popular characters affect children's
decisions. In this study, it was shown that when healthy foods are advertised with popular characters, children
prefer these products significantly more than in advertisements without/without popular characters [34]. A study
conducted by Boyland et al. in the United Kingdom demonstrates how persuasive variables are used to market
food to children. Advertisements viewed on popular TV channels were recorded between 06:00 and 22:00 for
two days each month. In these advertisements, healthy and unhealthy foods were evaluated according to their
persuasiveness, prize/draw offers, use of promotional characters, use of famous characters, and website
promotion. As a result, it was shown that persuasive marketing techniques were used in advertisements of
unhealthy foods despite legal regulations [35].

Similar results were found in studies focused on digital platforms. In a study examining digital platforms in New
Zealand, 81% of websites were found to be marketing unhealthy food and beverages. 85% of all food and drink
company Facebook posts and YouTube videos were classified as unhealthy. Nearly 30% of YouTube videos for
unhealthy food and beverages featured promotional strategies and 13% premium offers. 10% of Facebook posts
and 13% of YouTube videos of unhealthy food and beverages used marketing techniques specifically targeting
children and young people [36]. In our study, children were targeted in 40.1% of evaluated videos (23.5% all
ages family, 8.8% children, 7.8% children and teens).

YouTube platform found to be an important influence on children's eating habits in the literature. In a study
conducted in Australia, it was found that watching food brand video content on YouTube, purchasing food online,
and seeing favourite food brands advertised online were significantly associated with a higher frequency of
consumption of unhealthy foods and drinks after adjustment for age, sex and socio-economic status in children
aged 10—16 years [37]. In another study from Brazil, where food advertising on YouTube channels was analyzed,
general advertising was identified in 45.6% of videos, while food and food service advertising was present in
12.9% and 1.6% of videos, respectively. Food advertisements were mostly represented by ultra-processed
products [38]. In another study examining the food-related appearances on child influencers on YouTube "made-
for-kids" channels, Two-thirds of videos had at least one food-related appearance, including candy brands (42%
of appearances) and sweet/salty snacks, sugary drinks, and ice cream (32% combined) [39].

According to the Turkish Food Codex Food Labeling and Consumer Information Regulation [40], the Ministry
of Agriculture and Forestry uses some information when regulating the mandatory information rules required by
the food information legislation as follows;

The identity and composition of the food, its properties or other qualities, Protection of consumer health and safe
use of food, including information on health effects, especially the content that may be harmful to the health of
certain consumer groups, safe use, storage, durability and the consequences and risks related to the harmful or
hazardous content of the food.

In this study, 93% of advertisements were not permitted to be marketed to children. Another important finding
of this study is that 96% of the products were under the HFSS category. It has been shown that 53% of food
advertisements broadcast on Australian television channels were for HFSS foods, 17% were for confectionery
and chocolate and 13% were for fast-food restaurant chains [41].

It is recommended that legal action be taken against food and beverage advertisements to children same time
companies that make misleading statements when marketing food and drink to young people [42]. In the vast
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majority of food advertisements examined, it was found that food companies did not make statements. Today,
children as individuals and clearly reveal their own personalities and decisions at an earlier age are becoming
more exposed to advertisements with the increase in digital communication channels. Children and young
consumers have become the primary target audience of advertisements. Children spend more time in front of the
television than they do reading or playing on average. Most of the advertisements directed to children are for
food products, and these food advertisements can have a great impact on children. Among these advertisements,
the food and beverage products that attract the most attention of children pose a threat to their health [43].

The Children's Food and Beverage Advertising Initiative, which started in the United States in 2006 and aims to
promote healthy lifestyles and nutrition in children, is similar to the alliance signed in Turkey in 2010 and the
National Food and Beverage Alliance — Tiirkiye Commitment, which will enter into force on January 1, 2018.
However, it has been observed that the companies involved in this initiative continue their advertising and
marketing, contrary to the commitment they signed. Therefore, it should be closely monitored whether the
companies will show the necessary care to the articles included in the Tiirkiye Commitment [44].

CONCLUSION

According to the World Health Organization "Monitoring Food and Beverage Marketing Children via Television
and the Internet", advertisements that are not permitted should not be allowed to be viewed by children.

Children can now easily access mobile devices regardless of age. Families should be more conscious about this
issue, since this makes it easier for children to be exposed to advertisements on YouTube and other digital
platforms. Children are affected by the messages of advertisements in social-psychological terms. The brand
images and messages in advertisements are internalized by children. Therefore, the necessary inspections and
regulations should be carried out to ensure that children are protected from marketing unhealthy food and
beverages.

Today, highly sophisticated methods, including personalized contents and algorithm-driven video
recommendations, are used by YouTube and other platforms to increase the children's attraction and exposure to
advertisements. Significant research gaps remain in our understanding of how these digital advertising strategies
influence children’s consumption habits. Further research should focus on examining children’s experiences,
perceptions, and behaviors in relation to these emerging advertising methods. To this aim, qualitative and mixed-
methods research are needed to provide an understanding of these marketing technologies, including
experimental designs, focus group discussions, and content analyses. The future research should particularly
focus on psychological and emotional marketing tactics to assess their impact on children’s consumption
patterns.

The content information and nutritional content of the products promoted in advertisements should be reported
by the companies publicly. Advertisements of HFSS products and the platforms where they are published should
be subjected to regulations to protect children from unhealthy eating habits and related childhood obesity.
Ethics Statement

All study procedures were in accordance with the Helsinki Declaration. Because no data was collected from
individuals, Internal Review Board approval was not sought.

Conflicts of Interest
The author(s) declare no conflicts of interest.
Data Availability Statement

The data that support the findings of this study are available from the corresponding author upon reasonable
request.

Page 2874 www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

o
N =
a

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (IJRSI)
ISSN No. 2321-2705 | DOI: 10.51244/1JRSI | Volume XII Issue XV November 2025 | Special Issue on Public Health

A

REFERENCES

10.

11.

12.

13.

14.

15.

16.
17.

18.
19.

20.

21.

. World Health Organization. Global Targets 2030: To improve maternal, infant and young child nutrition.

Retrieved July 10, 2025, from https://www.who.int/teams/nutrition-and-food-safety/global-targets-2025
United Nations Department of Economic and Social Affairs. (2024). The Sustainable Development Goals
Report 2024. UN DESA. https://digitallibrary.un.org/record/4053200?v=pdf

World Health Organization Regional Office for Europe. (1978). Declaration of Alma-Ata.
https://iris.who.int/handle/10665/347879

United Nations Children’s Fund Regional Office for Latin America and the Caribbean. (2019). Childhood
Overweight and the Retail Environment in Latin America and the Caribbean: Synthesis report.
https://www.cesni-biblioteca.org/archivos/UNICEF-
Childhood%200besity%20and%20the%20Retail%20Environment%20LAC%20%281%29.pdf

World Health Organization. (2016). Report of the commission on ending childhood obesity.
https://iris.who.int/handle/10665/204176

Attila, S., Bagci Bosi, AT. (2015). Community Nutrition. In: C. Giiler C & L. Akin. (Eds.) Public Health
Basics (3rd ed., pp. 1210-1348). Hacettepe University. [In Turkish].

United Nations Children’s Fund (UNICEF). (2019). Prevention of overweight and obesity in children and
adolescents: UNICEF programming guidance. https://www.unicef.org/media/92336/file/Programming-
Guidance-Overweight-Prevention.pdf

Kobylinska, M., Antosik, K., Decyk, A., & Kurowska, K. (2022). Malnutrition in Obesity: Is It
Possible?. Obesity facts, 15(1), 19-25. https://doi.org/10.1159/000519503

World Health Organization. Obesity and overweight. Retrieved July 10, 2025, from
https://www.who.int/news-room/fact-sheets/detail/obesity-and-overweight

Tiirkiye Ministry of Health General Directorate of Public Health. (2024). Tiirkiye Childhood Obesity
Survey - COSI-TUR 2022. https://hsgm.saglik.gov.tr/depo/birimler/saglikli-beslenme-ve-hareketli-hayat-
db/Dokumanlar/Kitaplar/Turkiye Cocukluk Cagi Obezite Arastirmasi 2022.pdf

Mazur, A., Caroli, M., Radziewicz-Winnicki, 1., Nowicka, P., Weghuber, D., Neubauer, D., Dembinski,
L., Crawley, F. P., White, M., & Hadjipanayis, A. (2018). Reviewing and addressing the link between mass
media and the increase in obesity among European children: The European Academy of Paediatrics (EAP)
and The European Childhood Obesity Group (ECOG) consensus statement. Acta paediatrica (Oslo,
Norway : 1992), 107(4), 568-576. https://doi.org/10.1111/apa.14136

Bahsi, N., & Budak, D. B. (2014). Effects of Marketing Communications Tools upon the Purchase
Behavior of Food Products Consumers'. Turkish Journal of Agricultural and Natural Sciences, 1(Special
Issue-1), 1349-1356.

Story, M., & French, S. (2004). Food Advertising and Marketing Directed at Children and Adolescents in
the US. The international journal of behavioral nutrition and physical activity, 1(1), 3.
https://doi.org/10.1186/1479-5868-1-3

Boyland, E. J., & Halford, J. C. (2013). Television advertising and branding. Effects on eating behaviour
and food preferences in children. Appetite, 62, 236—241. https://doi.org/10.1016/j.appet.2012.01.032
Kapferer Jean-Noel. Cocuk ve Reklam-Bastan Cikarmanin Yollar1. Onder S, trans. Istanbul: Afa Yayinlari;
1991.

Baudrillard, J. Nesneler Sistemi. istanbul: Bogazici Universitesi Yaymevi; 2010.

Committee on Communications, American Academy of Pediatrics, & Strasburger, V. C. (2006). Children,
adolescents, and advertising. Pediatrics, 118(6), 2563-2569. https://doi.org/10.1542/peds.2006-2698
Tirkiye Radio and Television Supreme Council. Retrieved July 10, 2025, from https://www.rtuk.gov.tr/
Advertisers Association. Retrieved July 10, 2025, from https://rvd.org.tr/haberler/Turkiyenin-gida-ve-
icecek-firmalarindan-cocuklar-icin-sorumlu-reklamecilik

Bragg, M. A., Pageot, Y. K., Amico, A., Miller, A. N., Gasbarre, A., Rummo, P. E., & Elbel, B. (2020).
Fast food, beverage, and snack brands on social media in the United States: An examination of marketing
techniques utilized in 2000 brand posts. Pediatric obesity, 15(5), e12606.
https://doi.org/10.1111/ijp0.12606

Statistica.  YouTube - statistics & facts. Retrieved  July 19, 2025, from
https://www.statista.com/topics/2019/youtube/#topicOverview

Page 2875 www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/
https://doi.org/10.1111/apa.14136

o
N =
a

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (IJRSI)
ISSN No. 2321-2705 | DOI: 10.51244/1JRSI | Volume XII Issue XV November 2025 | Special Issue on Public Health

A

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

. Global Media Insight. Youtube Statistics 2025 (Demographics, Users By Country & More). Retrieved

July 19, 2025, from https://www.globalmediainsight.com/blog/youtube-users-statistics/

YouTube Ads Leaderboard. Retrieved July 19, 2025, from https://www.youtube.com/ads/news-and-
inspiration/ads-leaderboard/

Webrazzi. Retrieved July 19, 2025, from https://webrazzi.com/2016/10/05/youtubeun-turkiye-kullanici-
profili-arastirmasi/

Youtube. About targeting for Video campaigns. Retrieved December 3, 2025, from
https://support.google.com/youtube/answer/2454017?hl=en&ref topic=2972947&sjid=1483967382019
6994940-EU

Smith, K. L., & Shade, L. R. (2018). Children’s digital playgrounds as data assemblages: Problematics of
privacy, personalization, and promotional culture. Big Data &
Society, 5(2). https://doi.org/10.1177/2053951718805214

World Health Organization Regional Office for Europe. (2016). Monitoring food and beverage marketing
to children via television and the Internet: a proposed tool for the WHO European Region.
https://iris.who.int/handle/10665/375245

World Health Organization Regional Office for Europe. (2015). WHO Regional Office for Europe nutrient
profile model. https://iris.who.int/bitstream/handle/10665/152779/WHO-EURO-2015-6894-46660-
67850-eng.pdf

World Health Organization. Regional Office for Europe & WHO Ministerial Conference on Nutrition and
Noncommunicable Diseases in the Context of Health 2020. (2013). Vienna Declaration on nutrition and
noncommunicable diseases in the context of Health 2020. https://iris.who.int/handle/10665/350439
Akgil Ok, M., Ercan, A., & Kaya, F. S. (2016). A content analysis of food advertising on Turkish
television. Health promotion international, 31(4), 801-808. https://doi.org/10.1093/heapro/dav065
Kontsevaya, A. V., Imaeva, A. E., Balanova, Y. A., Breda, J. J., Wickramasinghe, K., Jewell, J. M.,
Abdrakhmanova, S., Polupanov, A. G., Bagci Bosi, T., Ergiider, T., Drapkina, O. M., & Boyland, E. J.
(2023). Children's exposure to television advertising of unhealthy foods and beverages across four
countries of WHO European  Region. Public health  nutrition, 26(S1), $32—s40.
https://doi.org/10.1017/S1368980023000423

Jenkin, G., Madhvani, N., Signal, L., & Bowers, S. (2014). A systematic review of persuasive marketing
techniques to promote food to children on television. Obesity reviews : an official journal of the
International Association for the Study of Obesity, 15(4), 281-293. https://doi.org/10.1111/0br.12141
Danovitch, J. H., & Mills, C. M. (2014). How familiar characters influence children's judgments about
information  and  products. Journal ~ of  experimental child  psychology, 128, 1-20.
https://doi.org/10.1016/;.jecp.2014.06.001

Kotler, J. A., Schiffman, J. M., & Hanson, K. G. (2012). The influence of media characters on children's
food choices. Journal of health communication, 17(8), 886—-898.
https://doi.org/10.1080/10810730.2011.650822

Boyland, E. J., Harrold, J. A., Kirkham, T. C., & Halford, J. C. (2012). Persuasive techniques used in
television advertisements to market foods to UK children. Appetite, 58(2), 658-664.
https://doi.org/10.1016/j.appet.2011.11.017

Garton, K., Gerritsen, S., Sing, F., Lin, K., & Mackay, S. (2022). Unhealthy food and beverage marketing
to children on digital platforms in Aotearoa, New Zealand. BMC public health, 22(1), 2407.
https://doi.org/10.1186/s12889-022-14790-6

Baldwin, H. J., Freeman, B., & Kelly, B. (2018). Like and share: associations between social media
engagement and dietary choices in children. Public health nutrition, 21(17), 3210-3215.
https://doi.org/10.1017/S1368980018001866

Matos, J. P., Tobias, P. B., Baldim, L., & Horta, P. M. (2023). Food advertising on YouTube channels
aimed at children in Brazil. Revista de saude publica, 57, 50. https://doi.org/10.11606/s1518-
8787.2023057004174

Fleming-Milici, F., Phaneuf, L., & Harris, J. (2023). Prevalence of food and beverage brands in "made-
for-kids"  child-influencer =~ YouTube videos: 2019-2020. Pediatric  obesity, 18(4), e13008.
https://doi.org/10.1111/ijpo.13008

Page 2876 www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/
https://support.google.com/youtube/answer/2454017?hl=en&ref_topic=2972947&sjid=14839673820196994940-EU
https://support.google.com/youtube/answer/2454017?hl=en&ref_topic=2972947&sjid=14839673820196994940-EU
https://doi.org/10.1177/2053951718805214
https://doi.org/10.1111/obr.12141
https://doi.org/10.1111/ijpo.13008

INTERNATIONAL JOURNAL OF RESEARCH AND SCIENTIFIC INNOVATION (I1JRSI)
ISSN No. 2321-2705 | DOI: 10.51244/1JRSI | Volume XII Issue XV November 2025 | Special Issue on Public Health

o
N =
a

A

40. The Republic of Tiirkiye Ministry of Agriculture and Forestry. Retrieved July 10, 2025, from
https://www.tarimorman.gov.tr/Konu/2088/TGK _Etiketleme Tuketici Bilgilendirme Yonetmelik Kila

vuz
41. Neville, L., Thomas, M., & Bauman, A. (2005). Food advertising on Australian television: the extent of
children's exposure. Health promotion international, 20(2), 105-112.

https://doi.org/10.1093/heapro/dah601

42. Rutkow, L., Vernick, J. S., Edwards, D. M., Rodman, S. O., & Barry, C. L. (2015). Legal action against
health claims on foods and beverages marketed to youth. American journal of public health, 105(3), 450—
456. https://doi.org/10.2105/AJPH.2014.302376

43. Caroli, M., Argentieri, L., Cardone, M., & Masi, A. (2004). Role of television in childhood obesity
prevention. International journal of obesity and related metabolic disorders: journal of the International
Association for the Study of Obesity, 28 Suppl 3, S104—S108. https://doi.org/10.1038/sj.1j0.0802802

44. Anadolu Agency. Retrieved July 10, 2025, from https://www.aa.com.tr/tr/ekonomi/tavsiye-edilmeyen-
gidalarin-reklami-yapilamayacak/980702

Page 2877 www.rsisinternational.org


https://rsisinternational.org/journals/ijrsi
https://rsisinternational.org/journals/ijrsi
http://www.rsisinternational.org/

